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The  United  States  has  f\jha;£^is ., probably  tbermost  modern  agricultural  marketing 
system  in  the  world  today l/UflM^iWcJadfes  ~a'  muTrlcude  of  functions:   producing,  buying, 
selling,  transporting,  assembling,  storing,  processing,  packaging,  and  merchandising. 

It  is  the  goal  of  the  U.S.  Department  of  Agriculture's  Agricultural  Marketing 
Service  (AMS)  to  help  this  system  function  effectively,  efficiently,  and  equitably  for 
the  producer,  the  marketer,  and  the  consumer. 

AMS's  history  goes  as  far  back  as  1913,  when  some  of  its  functions  originated  in 
the  USDA  Office  of  Markets.  Today,  it  is  a  diversified  agency  which  administers  many 
of  the  major  marketing  programs  of  USDA.  Many  of  these  programs  have  a  direct  impact 
on  farmers. 

Marketing  Orders 

Marketing  orders  and  agreements,  for  example,  are  designed  to  help  producers  solve 
marketing  problems  that  they  might  not  be  able  to  solve  as  individuals.   Marketing 
orders  are  producer-initiated  and  designed,  and  are  put  into  effect  by  the  Secretary  of 
Agriculture  after  AMS  holds  public  hearings  where  farmers,  marketers,  and  consumers  all 
may  have  their  say. 

Producers  vote  on  whether  a  marketing  order  will  be  put  into  effect.  Handlers  are 
given  the  opportunity  to  sign  companion  marketing  agreements. 

Nearly  50  marketing  agreement  and  order  programs  currently  operate  for  fruits, 
vegetables,  and  specialty  crops  like  nuts  and  raisins. 

The  programs  can  specify  the  grade,  size,  or  maturity  that  produce  must  meet  to  be 
marketed;  require  inspection  of  it;  establish  marketing  allotments  for  producers  or 
handlers;  control  and  equalize  surplus;  prohibit  unfair  trade  practices;  and  provide 
funds  for  research  and  marketing  development,  including  promotion  and  advertising. 

The  orders  do  not  fix  prices  or  control  production.   Their  purpose  is  to  help 
farmers  produce  for  a  market,  rather  than  market  whatever  happens  to  be  produced. 

For  certain  fruits  or  vegetables  covered  by  a  marketing  order,  imports  of  the  same 
commodity  into  the  United  States  must  meet  the  comparable  requirements  for  grade,  size, 
and  quality. 

Marketing  orders  for  milk  have  one  important  difference:   they  can  set  minimum 
prices  that  milk  dealers  must  pay  farmers  for  their  milk.   The  producers  are  free  to 
negotiate  premiums  above  those  minimums.   Consumer  prices  aren't  regulated.   Some  of 
the  nearly  50  milk  orders  also  authorize  funding  of  research  and  market  development, 
including  advertising. 
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Market  News 

The  Federal-State  market  news  program  is  of  great  interest  to  all  producers  of 
agricultural  commodities.   Market  reporters  in  farm  product  trading  areas  throughout 
the  country  gather  information  daily  on  supply,  demand,  prices,  and  movement  of 
agricultural  products.   They  transmit  this  information  across  the  nation  via 
leased-wire  teletype  lines. 

Market  news  is  furnished  to  the  commercial  news  wire  services,  as  well  as  to 
radio  and  television  stations.   AMS  also  issues  some  printed  market  reports  for 
mailing. 

One  quick  method  of  getting  market  news  to  farmers  has  come  into  increasingly 
wide  use  in  the  last  few  years.   The  automatic  telephone-answering  device  enables 
farmers  to  dial  a  local  number  and  hear  a  recorded  message  with  the  latest  market 
information  for  a  particular  commodity  in  a  specific  area  of  the  country. 

The  market  news  program  gives  farmers  ready  access  to  vital  information  such  as 
demand  for  a  product,  fluctuations  in  prices,  the  extent  of  trading,  and  the  location 
of  trading  areas. 

Packers  and  Stockyards  Act 

The  packers  and  stockyards  (P&S)  program  encourages  free,  open  competition  and 
fair  business  practices  in  the  marketing  of  livestock,  meat,  and  poultry.   Regulations 
under  the  P&S  Act  require  that  livestock  dealers,  stockyards,  market  operators,  and 
packers  pay  promptly  for  livestock.   The  Act  prohibits  buyers  from  using  any  unfair, 
discriminatory,  or  deceptive  practices — such  as  shortweighing — in  connection  with 
buying  or  handling  cattle,  sheep,  hogs,  or  poultry. 

Anyone  who  believes  that  some  violation  of  the  Act  by  a  dealer,  market  operator, 
or  commission  agent  has  caused  loss  or  damage  may  file  a  complaint  with  the  Secretary 
of  Agriculture. 

Perishable  Agricultural  Commodities  Act 

The  Perishable  Agricultural  Commodities  Act  (PACA)  helps  insure  fair  trading 
practices  in  fresh  fruit  and  vegetable  marketing.   It  requires  commission  merchants, 
dealers,  and  brokers  who  handle  fresh  or  frozen  products  across  State  lines  to  obtain 
a  license  from  USDA. 

All  dealers  and  brokers  licensed  by  PACA  must  conform  to  its  rules  for  fair 
trade  practices.   Sellers  must  ship  the  quantities  they  promise,  buyers  must  accept 
shipments  contracted  for,  and  pay  for  shipments  promptly.   Misrepresentation  of 
containers  is  prohibited. 

PACA  also  requires  thorough  recordkeeping  to  protect  both  buyers  and  sellers. 
Commission  merchants,  dealers,  and  brokers  who  violate  PACA  can  have  their  licenses 
revoked  or  suspended,  and  may  also  have  to  pay  a  reparation  award  to,  for  instance,  a 
grower  who  has  filed  a  complaint. 

When  complaints  are  filed,  PACA  investigators  first  try  to  resolve  them 
informally.   PACA  representatives  will  also  counsel — at  no  cost — growers,  shippers, 
and  dealers  who  want  help  in  solving  their  marketing  contract  problems. 
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U.S.  Warehouse  Act 

By  licensing  operators  of  warehouses  that  store  grain,  cotton,  and  other 
agricultural  products,  AMS  helps  to  assure  that  these  products  are  safely  stored. 
The  farmers  who  obtain  warehouse  receipts  upon  storing  their  commodities  in  an 
approved  warehouse  know  that  products  will  be  safely  stored  and  will  be  delivered 
when  they  surrender  the  receipts  and  pay  storage  charges.   Meanwhile,  they  can  use 
the  receipts  as  collateral  when  they  apply  for  loans. 

Agricultural  Fair  Practices  Act 

The  Agricultural  Fair  Practices  Act  is  designed  to  prohibit  handlers  of  farm 
products  from  discriminating  against  a  farmer  in  matters  of  price,  quality,  or 
quantity  because  the  farmer  belongs  to  a  cooperative  or  an  association  of  producers. 
AMS  investigates  complaints  under  this  Act,  and  recommends  prosecution  where 
warranted. 

Federal  Seed  Act 

The  Federal  Seed  Act  provides  for  "truth-in-labeling"  on  commercially  sold 
seeds.   AMS  administers  it  with  the  help  of  State  seed  agencies.   The  act  complements 
State  laws  by  regulating  seed  that  moves  between  States,  as  well  as  seed  imported 
into  the  United  States. 

By  requiring  truthful  labeling  and  prohibiting  false  advertising,  the  Act  helps 
farmers  select  the  best  seed  for  their  needs. 

Plant  Variety  Protection  Act 

The  Plant  Variety  Protection  Act,  which  is  similar  to  a  patent  law,  protects 
developers  of  new  varieties  of  farm  and  ornamental  plants  that  reproduce  through 
seeds.   It  gives  the  developers  legal  recourse  against  anyone  infringing  on  their 
rights.   As  a  result  of  the  law,  plant  breeders  are  encouraged  to  invest  more  money 
in  plant  research.   For  farmers  and  home  gardeners,  this  means  more  varieties  of 
farm,  vegetable,  and  flower  seeds  to  select  from. 

Standardization  and  Grading 

For  certain  commodities,  AMS  administers  standardization  activities  that  are 
designed  to  make  it  easier  for  buyers  and  sellers  to  trade  on  the  basis  of  commonly 
understood  and  accepted  descriptions.   The  commodities  include  cotton,  tobacco,  wool, 
mohair,  livestock,  and  naval  stores  products.   Official  grading  service — offered  by 
AMS  to  users  on  a  voluntary,  fee  basis — is  also  available  for  cotton,  tobacco,  and 
naval  stores  products. 

Federal-State  Marketing  Improvement  Program 

Federal-State  marketing  improvement  grants  provide  funds  to  individual  States, 
which  the  States  match  with  their  own  funds.   The  funds  are  used  to  help  the  States 
solve  marketing  problems.   For  instance,  USDA  recently  granted  Colorado  funds  to  test 
the  value  of  a  more  descriptive  method  of  grading  cattle  based  on  muscling,  fatness, 
and  other  traits. 
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Research  and  Promotion 

AMS  monitors  industry-sponsored  research  and  promotion  programs  for  various 
commodities — currently  cotton,  potatoes,  wool,  lamb,  mohair,  and  eggs.   Growers  of 
these  commodities  set  up  agreements  similar  to  marketing  orders,  and  AMS  monitors 
them  to  make  sure  they  operate  according  to  law. 

Other  Programs 

Other  USDA  marketing  programs  that  AMS  administers  include  two  export  fruit  acts, 
and  promotion  of  food  commodities  that  farmers  are  having  difficulty  marketing  because 
of  temporary  heavy  supplies. 

Certain  other  agencies  of  USDA  also  provide  marketing  programs,  such  as  a  new 
Office  of  Transportation,  which — among  its  activities — represents  farmers'  interests 
in  rate-making  hearings  before  the  Interstate  Commerce  Commission  (ICC).   This  is 
another  program  in  which  farmers  can  have  a  voice,  sending  views — possibly  through 
their  local  farm  organizations — to  USDA  or  ICC  in  support  or  opposition  to  rate 
changes  that  carriers  have  proposed. 

For  More  Information 

If  you  would  like  to  know  more  about  any  marketing  programs  described  in  this  fact 

sheet,  contact  the  regional  information  office  below  that  services  your  State.   A  list 

of  free  publications  available  from  AMS  may  be  obtained  on  request  from  any  of  these 
offices.   Ask  for:   "Marketing  Information  from  USDA,"  AMS-574. 


SOUTHEAST :   Ala.,  Fla. ,  Ga.,  Ky. , 
Miss.,  N.C.,  S.C.,  Tenn. ,  Va., 
Puerto  Rico,  U.S.  Virgin  Islands 


NORTHEAST:  Conn.,  Del.,  Maine, 
Mass.,  Md.,  N.H.,  N.J.,  N.Y. , 
Pa.,  R.I.,  Vt.,  W.Va. 


Information  Division,  AMS,  USDA 
1718  Peachtree  St.,  N.W. ,  Room  206 
Atlanta,  GA  30309 
Phone:  (404)  881-4154 


Information  Division,  AMS,  USDA 
26  Federal  Plaza,  Room  1653 
New  York,  NY   10007 
Phone:   (212)  264-1145 


MIDWEST:   Iowa,  111.,  Ind.,  Mich., 
Minn. ,  Mo.,  Nebr. ,  N.D. ,  Ohio, 
S.D.,  Wis. 

Information  Division,  AMS,  USDA 
536  S.  Clark  St.,  Room  936 
Chicago,  IL  60605 
Phone:   (312)  353-3631 


WEST:   Alaska,  Ariz.,  Calif., 
Hawaii,  Idaho,  Mont.,  Nev. , 
Oreg.,  Utah,  Wash.,  Wyo., 
Pacific  Trust  Territories 

Information  Division,  AMS,  USDA 
630  Sansome  St.,  Room  702 
San  Francisco,  CA  94111 
Phone:   (415)  556-6464 


SOUTHWEST:   Ark.,  Colo.,  Kans., 
La.,  N.  Mex. ,  Okla. ,  Tex. 

Information  Division,  AMS,  USDA 
1 100  Commerce  St.,  Room  5C40 
Dallas,  TX  75242 
phone:  (214)  749-3331 
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